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Abstract 
Much of the existing empirical research on journalism focuses largely on hard-
news journalism, at the expense of its less traditional forms, particularly the soft-
news areas of lifestyle and entertainment journalism. In focussing on one 
particular area of lifestyle journalism – the reporting of travel stories – this paper 
argues for renewed scholarly efforts in this increasingly important field. Travel 
journalism’s location at the intersection between information and entertainment, 
journalism and advertising, as well as its increasingly significant role in the 
representation of foreign cultures makes it a significant site for scholarly 
research. By reviewing existing research about travel journalism and examining 
in detail the special exigencies that constrain it, the article proposes a number of 
dimensions for future research into the production practices of travel journalism. 
These dimensions include travel journalism’s role in mediating foreign cultures, 
its market orientation, motivational aspects and its ethical standards.  
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Introduction 
 The field of journalism studies has notably come of age across the past few decades, 
with a manifold increase in research in both national and cross-national contexts. The 
establishment of journals dedicated to the study of journalism – Journalism Studies, 
Journalism Practice and Journalism: Theory, Principles, Criticism – as well as the founding 
of a journalism studies division in the International Communication Association have clearly 
added to this visibility, to the extent that one could argue journalism studies is fast achieving 
a certain level of maturity. Yet, what is notable when examining the published work on 
journalism is a clear focus on traditional forms of journalism, such as hard news reporting. 
While news journalism is obviously a highly important field of study, other areas of 
journalism professional practice have been somewhat neglected, often perceived as irrelevant. 
More than 10 years ago, this led Bacon (1999, p. 89) to note that there were gaps in media 
theory particularly “in the huge area of journalism beyond the news”. This is despite a 
perceived shift in journalism output towards less hard news reporting, the introduction of 
lifestyle journalism and waning audience interest in traditional forms of news reporting. 
International news reporting in particular appears to have experienced a decline in its 
authority and the amount reported by mainstream media, which has corresponded with a rise 
in the authority of non-fiction entertainment (Fürsich, 2002a).  
Thus, we know relatively little about other types of journalisms, such as lifestyle, 
entertainment and – the focus of this paper – travel. It is curious that travel journalism has not 
received more attention in the literature, despite the important role it plays in mediating 
experiences from foreign countries which, in certain respects, makes travel journalists 
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somewhat akin to foreign correspondents, albeit with different purposes. While news media 
have been forced to cut back on international news reporting because of cost and waning 
audience interest, newspaper travel sections are burgeoning, supported by advertising from 
the tourism industry. Fürsich and Kavoori (2001, p. 154) have pointed out that “media 
representations of ‘others’ remain decisive factors in this era of globalisation”. They therefore 
recommended that international communication researchers needed to refocus and include 
other media genres, such as travel journalism. US travel editor Thomas Swick (2001, p. 65) 
has similarly argued that “in this day of disappearing foreign bureaus, the travel section is 
many papers’ only in-house window on the world at large”. Santos (2004a, p. 394) even goes 
so far as saying that “travel writers have become socio-cultural decoders”.  
This paper examines what we do know about travel journalism, before using the 
available knowledge to develop a theoretical framework for future studies in the field. This is 
conducted from a journalism studies perspective in order to add to Fürsich and Kavoori 
(2001) cultural studies framework for the study of travel journalism. In particular, the 
framework provides ideas and starting points for scholars to approach travel journalism from 
perspectives of its production, content and reception. Its aim is to inspire empirical research 
to test some of the ideas presented here. 
 
Why examine travel journalism? 
Tourism has been perhaps the economic success story of the 20
th
 century, and has 
been growing strongly at the beginning of the new millennium. The industry has become an 
immensely important component of the world economy, with tourism growing at an average 
4 per cent of GDP worldwide since 1975 and the number of international tourist arrivals 
worldwide reaching 924 million in 2008 (World Tourism Organisation, 2009).  
 In addition to its immense economic size as an industry, there are also quite sizeable 
implications for tourism’s impact on societal development, leading to a large amount of 
interest in the fields of sociology and anthropology (Apostopoulos et al., 1996; Smith, 1989; 
Smith and Brent, 2001; Urry, 1990). Yet, as Fürsich and Kavoori (2001) pointed out some 
time ago, there has been very little investigation of the media’s role – in particular travel 
journalism – in mediating tourism, despite some of the obvious implications that media 
portrayals of tourism destinations can have. One reason may lie in the difficult standing 
which travel journalism has both in the journalistic profession and in academic research. 
Travel journalism has historically been seen as journalism’s not-so-serious little brother, with 
many news journalists often belittling its relevance or seriousness. The general view is that 
anyone can go on holidays, and anyone can write about them.  
The view that travel itself is supposed to be all about fun, and therefore writing about 
it is perhaps more a leisure activity than serious work, doesn’t help the cause either. As Swick 
(1997, p. 424) has pointed out, “of the special-section editors at a newspaper – travel, fashion, 
food, home and garden – only [travel] occupied a position that is viewed as requiring no 
particular expertise”. Swick (1997, p.424) argued the field was seen as one in which anyone 
could work: “Not only do most people travel, most people write postcards when they do: 
ergo, most anyone can be a travel editor”. And this, despite travel information in the media 
being cited as an increasingly important source of information for tourists, at least in the early 
stages of motivation-forming (Nielsen, 2001, pp. 126-129). The tourism literature generally 
acknowledges that the first stage of tourists forming an image of the destination is based on 
sources from outside the tourism industry, such as general news media reports but also 
movies and books, education and peer groups. This phase is followed by the so-called 
induced image, which includes more commercial sources such as travel brochures, travel 
agents and guidebooks. Travel journalism, which is neither as independent or neutral as news 
reports can be, nor can it be classed as purely commercial, would probably be situated across 
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these two types of image formation. In fact, Gartner (1993) differentiates further between the 
various information sources which might impact on image information, coming up with eight 
classifications. Relevant to the study of travel journalism are two categories here: 
autonomous image formation agents, which are produced independently and thus have a high 
level of credibility with audiences, and covert induced images, which are influenced by 
marketers but to the audience appear independent. Travel journalism falls into both 
categories, though, as Daye (2005, p. 14) has pointed out, the latter – covert induced – is 
probably the more frequent: “For the most part, writers can be categorised as producing 
induced images insomuch as these articles are often juxtaposed with commercial tourism 
advertisements and promotions and share their concerns and perspectives.” 
In terms of the marketing literature, there does exist some awareness of travel 
journalism’s potential impact. Loda and Carrick Coleman (2005, p. 368) note that the most 
effective way to market tourism is to generate publicity messages before advertising, as they 
are generally given more credibility by consumers. However, they note that to date there is 
very little actual research is in this field. Dore and Crouch (2003) also identify this need for 
more research, arguing that marketing management practices have focused mainly on 
destination image studies, marketing strategy, conversion studies and advertising research, 
while neglecting the use of publicity. This, despite some destination management 
organisations “receiving greater annual values (as measured in terms of equivalent 
commercial advertising expenditure) from their publicity programmes than from their entire 
annual budgets” (Dore and Crouch, 2003, p. 137).  
Yet very little research has eventuated, and in a sense, a lot of the criticism about 
travel journalism not being a serious journalistic pursuit resonates with views about sports 
journalism. Rowe (2007, p. 385) has noted that “sports journalism is an increasingly 
significant feature of the press yet is subject to considerable criticism, as summarised by the 
familiar jibe that it is the ‘toy department of the news media’”. But as Rowe (2007, p. 385) 
argues, simply because it is not seen as a serious enterprise, “it should not be exempted from 
scrutiny regarding professional criteria within the news arena”.  
Similarly, travel journalism is still widely regarded as a “frivolous topic” for research 
(Fürsich and Kavoori, 2001), despite the increasing importance that tourism plays in today’s 
world. Fürsich and Kavoori’s (2001) study could find little evidence of research on tourism 
from a journalism or communications studies perspective, and thus developed a number of 
useful suggestions for such work – albeit heavily influenced by a cultural studies perspective. 
They noted five reasons why travel journalism needed to be studied more deeply: a) the boom 
of the tourism industry, b) tourism and its impact remains under-studied, c) leisure is a 
significant social practice, d) travel journalism is an important site for international 
communication research and e) travel journalism has special contingencies as it is a highly-
charged discourse strongly affected by public relations.  
And while there does exist a reasonably large body of work under the umbrella 
“media representations and tourism”, many such studies are concerned not with journalism, 
but media such as movies, government websites and other promotional material, or even 
tourists’ use of media such as mobile phones and postcards (see, for example, Ateljevic and 
Doorne, 2002; Buchmann, 2006; Crouch et al, 2005; Dann, 2001; Fürsich and Robins, 2004; 
Mellinger, 1994; Selwyn, 1996). Unfortunately, however, as the following section will show, 
there has been only a small increase in the number of studies which have investigated travel 
journalism since Fürsich and Kavoori’s (2001) call for action.  
 
Travel journalism – a definition 
Before going any further into developing a framework for travel journalism studies, it 
is important to address a definitional dilemma. Often, the terms “travel writer” and “travel 
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journalist” are used interchangeably, leading to problems of differentiating between what 
constitutes travel journalism (and thus at least hypothetically falls within journalism’s 
parameters on ethical conduct and truth-seeking) and what should be counted as travel 
literature in the tradition of Bill Bryson or Paul Theroux. The problem is that travel writing is 
able to operate in a much less constrained environment in that it allows the inclusion of 
fictional elements and other literary licence. A further problem, as will be pointed out later, is 
that travel journalism may not always account for traditional journalistic ideals, such as 
notions of the public interest. Rather, travel journalism is more about reporting on travel for 
entertainment and information purposes, and it rarely includes investigative aspects. Fürsich 
and Kavoori (2001) therefore base their definition on Hartley’s (1996) notion that journalism 
purports to be true, which enables them to differentiate travel journalists from travel writers. 
Such a definition is able to include any medium, be it newspaper travel sections, travel 
magazines, TV travel shows or travel websites.  
However, the special exigencies of travel journalism mean that travel journalists in 
particular are likely to be a much more heterogeneous group than news journalists. For 
instance, there is a very large component of freelancers who work in the industry, many of 
whom are organised in professional societies such as the Society of American Travel Writers, 
the North American Travel Journalists Association or the British Guild of Travel Writers. In 
addition, very few newspapers have many staff who report only for their travel sections – 
many rely on regular news journalists and freelancers to write stories. While Fürsich and 
Kavoori’s (2001) definition is a workable one to begin with, future studies may be able to 
distinguish within this very broad definition and come up with sub-types based on grouped 
characteristics, role perceptions and standards. One such definition can include Weaver et 
al.’s (2007) notion of journalists being those who work in news organisations – though they 
do not include freelancers. As much as stringers are becoming ubiquitous in foreign news 
journalism reflecting    cost-cutting, so do freelancers account for a large amount of content 
produced in travel journalism. Taking account of this important section of journalists, 
Weischenberg et al. (2006) actually do include freelancers in their definition of journalists. It 
would seem that such an inclusion is prudent particularly in the case of travel journalism. 
 
Identifying the dimensions of travel journalism 
 
Despite the existence of only a few and sporadic studies in the field, we are able to 
discern a number of important aspects that allow us to come up with a list of special 
exigencies which are important to study in relation to the practice of travel journalism. These 
issues will form the basis of the proposed theoretical framework to advance the study of 
travel journalism. 
 
The Representation of Foreign Cultures 
The bulk of the literature on travel journalism has been concerned with its role in 
mediating distant cultures through representations of “the other”. This is not surprising, as the 
purpose of travel journalism’s existence is to represent otherness. If tourism’s purpose is to 
escape the everyday existence, travel journalism’s role is to tell people about the variety of 
ways in which they can do that. Most approaches in this strand of travel journalism studies 
hail from the cultural studies tradition and have focussed predominantly on the content of 
travel journalism, concerned more with the end product and its potential effects on audiences.  
A dominant finding in studies of travel journalism is the marginalisation of ‘the other’ 
in travel pieces, which tend to focus on the author or presenter at a destination more than they 
focus on the destination itself. Dunn (2005) noted this focus on the presenter in his analysis 
of British TV holiday programs and Hanefors and Mossberg (2002) found it equally existed 
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in their examination of Swedish TV travel shows. Both studies argued that travel shows were 
first and foremost about the presenter, not the locals at the destination. “When anyone from 
the destination’s population actually appears, he or she is involved in the tourism industry 
and, if not, seems to act as a sort of silent marker, as if to lend authenticity” (Hanefors and 
Mossberg, 2002, p. 243). When they do talk about the destinations, travel shows stick to 
stereotyped representations and are “true to the discourse of orientalism”, Dunn (2005, p. 
163) argues. This includes, particularly in Third World countries, a focus on negative aspects, 
or at least risks to tourists, which in turn define how good they have it at home.  
Similarly, Cocking (2009) identifies a strong replication of orientalist discourses in 
his analysis of British newspaper travel stories and a TV travel program about the Middle 
East. He finds that stories consistently evoked the past and rarely engaged with concepts of a 
modern and industrial Middle East. In fact, he argues that representational modes in modern 
travel writing had their origins in 19
th
 century travel writing, demonstrating strong links to 
discourses of Orientalism (Said, 1978).  
Santos (2004b) also finds travel stories about Portugal in four US newspapers to be 
stereotypical and offering little space for intercultural understanding. This, she argues, occurs 
especially through the exclusion of local voices. Only one-ninth of the articles studied 
included reference to some kind of communication with locals at the destination. As a result, 
“American readers are provided with representations that serve to reconfirm their own values 
and beliefs based on marketing strategies aimed at creating an interesting destination and 
culture for Americans to visit” (Santos, 2004b, p. 132). 
In a textual analysis of American travel writing, Santos (2006) is similarly concerned 
with representations of ‘the other’. She argues that what is considered to be the best travel 
writing is predominantly about authors’ experiences, with frequent comparisons between host 
and American societies, as well as patriarchal discourses: “Editorial choices for the ‘best’ 
American travel writing suggest that the most relevant and paramount stories for these 
particular American readers are those which provide them with reassurance regarding their 
own ways of living by helping them make sense of the world and their place in it” (Santos, 
2006, p. 639). In a similar vein, Mahmood (2005) finds that programs broadcast on the Travel 
Channel focus primarily on the United States and Europe in their destinations, neglecting 
other parts of the world. In addition, Mahmood (2005, n.p.) argues that the vast majority of 
programs placed “extensive focus on consumerism while almost entirely ignoring issues of 
culture”.  
Of course there is an argument that, as travel journalists produce stories to motivate 
home audiences to travel, telling these stories in their terms, and with the journalist as 
traveller, they are merely trying to produce an experience that audiences can identify with. 
However, at the same time, by marginalising the actual destination, they are actually 
contributing to self-centred travel rather than travel as an opportunity to engage with and 
learn from other cultures. Travel journalists have a very important role to play as mediators of 
foreign cultures, and as such should be more aware of the impact their portrayals can have. 
From studies undertaken in the fields of marketing in tourism we do know that news media 
reports can influence the images that tourists have of a destination. Beerli and Martín (2004), 
for example, found that organic and autonomous sources significantly influenced some 
aspects of the destination image of tourists in Lanzarote. In a survey of tourists’ images of 
Tibet, Mercille (2005) found a relatively strong influence of mass media images on what 
tourists expected when they visited the country for the first time. Mercille (2005, p. 1051) 
noted that “most tourists’ gaze did not include signs of modernisation and Sinification, since 
it had been constructed by representations which did not include those signs”. However, 
Mercille examined only the influence of movies, books and magazines rather than 
specifically news media let alone travel journalism content. It would therefore appear 
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important to transfer some of these issues into a journalism studies perspective to examine the 
influence that images generated by travel stories have on audiences. 
Similarly, it would appear that large gaps exist in our understanding of the ways in 
which travel journalists themselves think about their role in mediating foreign cultures. The 
majority of research in this area has been conducted using content and discourse analyses. 
We do possess a large amount of in-depth empirical evidence in terms of news journalists’ 
profiles from around the world, most notably through Weaver’s (1998) edited collection. In 
more recent years, online journalists have also received attention (O’Sullivan and Heinonen, 
2008; Quandt el al., 2006), and even sports journalists are a reasonably well-studied group 
(for example, Henningham, 1995; Knoppers and Elling, 2004; Lange et al., 2007; Rowe, 
1999, 2007), but there are very few studies devoted to travel journalists as a specific group 
and taking account of its specific circumstances.  
 
The Ethics of Travel Journalism 
 One important factor that has played a large role in the demise of many newspapers’ 
overseas bureaux also impacts considerably on travel journalists’ work and is closely tied to 
its existence. Travelling and reporting from distant lands costs a lot of money and few if any 
newspapers seem able to pay for every trip abroad needed to fill a 40-page travel supplement 
every week. Thus, travel journalism relies heavily on sponsorship from the tourism industry, 
an uneasy marriage which carries with it immense ethical implications. Few academic studies 
have investigated this relationship systematically and thoroughly even though it has been a 
dominant talking point in practitioner reports about constraints of travel journalism. The 
issues here are whether travel journalists or their publications should accept free travel in the 
first place, and if they do, whether they should disclose this information. Most travel 
journalists realise that free travel or accommodation is necessary for them to do their job, but 
they believe their editorial output is not necessarily influenced by this as much as some might 
imagine.  
American travel journalist Elizabeth Austin (1999, p. 10) says that while it may be 
true “the writers of most junket-based pieces generally sing the praises of their hosts’ 
accommodations, let’s face it: Travel publications celebrate travel”. She argues that stories 
which were paid for by the publisher themselves may even be more biased. After all, the 
publisher wants an outcome for their expense – potentially leading an author to portray a 
destination or experience more positively than it was, making it a better story in order to 
justify the trip. Austin further notes that many so-called “paid-for” trips have actually been 
purchased at large discounts. Alexander Eliot (1994, p. 56) also argues that travel sponsors 
never overtly ask for positive coverage: “Never was I asked to soften or sweeten anything I 
wrote, nor did any sponsor ask me for special treatment”. While this agrees with Lischke’s 
(2006) findings in her study of 13 German travel journalists, we need to differentiate here 
between overt pressure and covert pressure, or even just a feeling of obligation. Receiving a 
free trip and luxury accommodation may arguably lead a journalist to be purely positive, if 
only so that they may be asked back on another trip or the sponsor does not withdraw their 
advertising. In an analysis of Australian newspaper travel sections, Hill-James (2006) found 
that articles which carried a disclosure actually contained more in-text advertising (i.e. overly 
positive coverage of a travel provider) than those which did not. Hill-James (2006, p. 163) 
even asked whether sponsor disclosure was really “openness with the audience or an ethical 
‘out’ for journalists to provide publicity to sponsors and continue to receive ‘freebies’”. And 
of course there is the more opaque, but equally direct impact of general advertising in travel 
sections. As Daye (2005, p. 15) argues, travel writing “shares some complicity with the 
tourist industry, not least of all because of the value of the advertising spend from the tourism 
industry in the media”. 
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This does not necessarily imply, however, that all travel journalism is purely 
cheerleading for destinations and tourism providers. McGaurr (2010) notes the examples of 
travel journalists Jeff Greenwald and A.A. Gill, who both included criticism of forestry 
practices in Tasmania – a highly controversial topic in the Australian state in itself. This was 
despite the fact they had been partly funded by (Greenwald) or received assistance from 
(Gill) Tourism Tasmania. While the two did have many complimentary things to say about 
Tasmania as a destination, it is clear that sometimes travel journalists do include some 
criticism.  
When researching travel journalism, then, we need to inquire into this special 
exigency, because it would seem the relationship between freebies and journalism is quite 
different here than in other kinds of journalism, exactly because free travel is so essential for 
the practice of travel journalism. Future studies should examine the degree to which 
journalists perceive freebies as ethical concerns, how influenced they are by it and whether 
they feel overt or covert pressure from tourism providers. Existing research into journalists’ 
ethical standards will be quite useful for guiding questions in this regard (Hanitzsch, 2007; 
Weaver et al., 2007), but it is vital that the special circumstances are taken account of. 
Content studies could further investigate the amount of purely positive stories against those 
which do contain some criticism of a destination. Hill-James’ (2006) study can provide a 
starting point in this regard. But it would also seem important to examine how audiences 
perceive this conflict of interest. Do they actually want travel journalists to disclose free 
travel arrangements? Do they perceive sponsored stories as less credible than those based on 
trips paid for by the media organisation? 
Additionally, the impact of public relations on the field needs to be measured. How do 
travel journalists see their role and how do they deal with the steady stream of publications 
messages? To what extent are press releases or other PR materials reproduced in travel 
journalism? Studies have examined the influence of public relations on mainstream 
journalism and found significant influences (most notably the recent report in the UK which 
found a heavy reliance by both newspapers and TV news on pre-packaged material such as 
press releases and wire service material (Lewis et al., 2008)). These can provide a good 
starting point for explorations of the relationship between public relations and journalism, for 
example to measure travel journalism’s performance in this regard against other kinds of 
journalism.  
 
Travel Journalism’s Market Orientation 
A third area that makes travel journalism different from most hard news journalism 
relates to its entertainment function. Travel journalism can of course be situated within the 
lifestyle journalism arena, but at the same time it aims to fulfil traditional journalistic 
functions of impartial advice and practical information for travellers. In terms of aspects of 
journalism culture, this dichotomy is reflected through what Hanitzsch (2007) terms the 
market orientation dimension of journalism. Here, Hanitzsch (2007) differentiates between 
journalism in the public interest and journalism that addresses audiences as consumers, which 
gives them what they want and places high emphasis on entertainment. Typical travel 
journalism culture would be expected to be ranked as high market orientation according to 
Hanitzsch’s (2007, p. 375) definitions, as its aim is the “blending of information with advice 
and guidance as well as with entertainment and relaxation”. This particular role of travel 
journalism was also addressed by Johanna Lischke (2006), who conducted interviews with 13 
purposely-selected German travel journalists, one of the very few studies to have examined 
the production of travel journalism. Using Bourdieu’s (1998) field theory, Lischke (2006) 
developed a matrix of the travel journalism field, which, she argues, is located at a crossroad 
of what Bourdieu terms the journalistic and the economic fields. She argues that travel 
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journalists’ role perceptions can largely be delineated among two axes. One axis situates 
journalists on a continuum depending on whether they regard the function of travel 
journalism as more entertainment- or more information-oriented. The other axis, discussed in 
the next section, identifies journalists’ motivations for travel as either journalistic- or travel-
focussed.  
Lischke (2006, p. 109) notes that those travel journalists who believe in an 
information function tend to place more emphasis on practical information in their reports 
and see themselves as ‘service providers’, a term that resonates with journalism’s public 
service ideals. Included here were key terms such as travel journalists as critical observers, 
educational functions and neutral information providers, linking this dimension closely with 
Hanitzsch’s (2007) low market orientation. Lischke (2006, p. 109) was also able to identify 
travel journalists on the opposite end of this dimension, journalists who believed travel 
reporting was mostly about the ‘fun’ of travel, and their task was to excite and entertain their 
audiences with travel tales. This relates to Hanitzsch’s high market orientation dimension. 
This aspect on market orientation is also evident in Waade’s (2009) examination of 
travel shows on Danish television. Waade notes how travel shows are hybrids between 
journalistic documentary, entertaining lifestyle series, and purely commercials. Thus, she 
differentiates between three types of modes: the documentary mode, which addresses the 
viewer as citizen and includes journalistic argument; the factual entertainment mode, which 
approaches the viewer as a friend and ranks high on entertainment with little journalistic 
involvement; and the consumer mode, which places the viewer in the passive role of a 
consumer of tourist products.  
As noted previously, Austin (1999) has argued that travel publications exist to 
celebrate travel, not necessarily to overly criticise it. And of course, as Hill-James (2006) 
notes, we need to bear in mind that most newspapers publish genuine news about the tourism 
industry in their business sections, where stories are produced by dedicated business 
journalists, not travel journalists – a distinction which may allow for a more narrow definition 
of what constitutes a travel journalist. 
Yet very little larger-scale empirical research has been conducted to explore how 
travel journalists themselves see this distinction between their role as entertainment and 
information providers. Lischke (2006) notes that travel journalists can differ markedly along 
this dimension, with some German travel journalists quite clearly seeing themselves as 
providers of one or the other, but some also seeing themselves as providing both information 
and entertainment. We can therefore integrate Waade’s analysis here with Hanitzsch’s market 
orientation and Lischke’s information/entertainment dichotomy, providing for a strong 
analytical starting point in this regard, which will also allow for flexibility if not seen as 
distinct categories but rather a continuum. Research into travel journalists would therefore 
need to ask questions to that extent, and examine where practitioners locate themselves on 
this continuum, guided by similar past research in the general field of journalism (for 
example, Hanitzsch, 2007; Scholl and Weischenberg, 1998).  
Similarly, content studies could investigate the extent to which stories actually 
provide information or entertainment. One oft-repeated criticism of mainstream newspaper 
travel journalism is that it does not provide for much excitement. Swick (2001) believes 
stories are unimaginative, too descriptive and lack humour, while Groundwater (2009) calls 
them simply “boring”. While such analyses are necessarily based to some degree on value 
judgments and bear the dangers which have existed in defining classifications of news values 
such as bad/good or elite persons (see Harcup and O’Neill, 2001), perhaps future studies may 
be able to establish some guidelines for assessing the quality of travel journalism.  
Importantly, such studies should also include an analysis of how audiences react to 
and experience travel stories. What do audiences seek when reading or viewing travel 
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journalism? We need to find out whether they are actually looking for useful information 
about a destination they are planning to visit, or are merely looking for entertainment and a 
diversion from the usual routine. Further, to what extent do audiences find travel stories 
useful or entertaining? An anecdotal examination of the online reactions to Groundwater’s 
(2009) blog would suggest that a good deal of travel journalism fails to adequately address its 
audiences – which may in itself be a reason for the low esteem in which travel journalism is 
held. Yet if travel journalists were better informed about audience expectations, they may be 
able to address them more adequately, even within the constraints of their economic 
environment.  
 
Motivational Aspects of Travel Journalism 
In her analysis of three global TV travel shows, Fürsich (2002b) differentiates 
between three types of tourism portrayals in terms of their preferred type of traveller. She 
argues that the shows range from uncritical celebrations of travel in the shows Travellers to a 
critical perspective on tourism in Lonely Planet and an even added problematisation of 
tourism in Rough Guides. By engaging with tourism in these different ways, the shows 
portray differing ideal types of tourists. Such categories are grounded in Urry’s (1990, 1995) 
seminal work on the sociology of tourism, which, within a postmodern framework, examines 
the multitude of tourists’ motivations for and behaviour during travel. Urry popularised the 
notion of post-tourists, who experience a multitude of meanings on their trips, rather than the 
existing structural typologies developed by tourism researchers such as Cohen (1979), Plog 
(2001), or Smith (1989; Smith and Brent, 2001).  
Hill-James (2006) followed on from this work and examined the types of travellers at 
which Australian newspaper travel sections aimed their stories. She differentiated between 
mass tourists, anti-tourists and post-tourists, finding that the majority of stories focussed on 
mass tourists. Such examinations are useful if we want to find out more about the types of 
travellers that travel journalists try to reach.  
But here we can also identify a link to Lischke’s (2006) study of German travel 
journalists, in which her second dimension referred to the motivations of travel journalists. 
Lischke noticed that some travel journalists were motivated by the ability to travel, a value 
they aimed to pass on to their audience by inspiring them to travel. This type of motivation 
could perhaps be linked to a typology of an uncritical tourist. Such journalists were mostly 
interested in the experience of travelling, citing the excitement and fun of that endeavour. 
Others saw their role more as traditional journalists, who would travel with a critical mind 
and use journalistic methods at the destination – a category which may show links with 
notions of the anti-tourist or even post-tourist. Those journalists who were motivated by 
journalistic ideals often tried to go beyond the surface in their reporting, examined local 
cultures more closely and were interested in the tourism industry generally.  
Hence, motivation is an important dimension to examine, because it allows us to draw 
a link between the journalism literature’s notions of what constitutes journalism and tourism 
studies’ notions of what tourists want. Clearly, further research is necessary into this 
motivational aspect of travel journalism, and future studies may examine the way in which 
travel journalists themselves can be classified using existing work from the tourism studies 
discipline. In addition, content studies could empirically analyse the various categories 
developed by past studies to aid theory-building in this regard. Audience studies could 
examine the extent to which portrayed types of travellers actually coincided with audiences’ 
motivations for travel. For example, does travel journalism talk to the majority of readers, or 
is there a disconnect between the experiences of writers and producers on the one hand, and 
the audience on the other?  
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Conclusions 
The above dimensions of travel journalism can provide an important starting point for 
future research into travel journalism. Journalism studies possesses a large body of research, 
yet the vast majority has only concerned itself with news reporting, while other types of 
journalism, especially the growing field of lifestyle journalism, have been under-researched. 
It is vital that journalism researchers engage with these neglected fields in order to open up 
and build on the theory developed in studies of news reporting. Journalism is changing, and 
infotainment or factual entertainment journalism appears to be growing. By taking on fields 
such as travel journalism and comparing them with existing knowledge, the theorising of 
journalism in general can only benefit.  
This paper has demonstrated four important dimensions, or fields of interest, through 
which we can study travel journalism. Its purpose is to generate debate and empirical studies 
in order to validate the categories. The four dimensions, which should be regarded as inter-
related, are: 
 
1. Cultural Mediation, i.e. the way in which travel journalism represents foreign 
cultures; 
2. Market orientation, i.e. the extent to which travel journalism provides information 
or entertainment for its audiences; 
3. Motivational aspects, i.e. whether travel journalism portrays tourism in a 
celebratory or critical light;  
4. Ethical standards, i.e. the relationship between travel journalism and the provision 
of free travel as well as the relation to advertising. This dimension also includes 
the influence of public relations material. 
 
This model has been inspired by Hanitzsch’s (2007) work on classifying journalism 
cultures, and in fact the dimensions of market orientation and ethical standards can be found 
in his model. However, as discussed throughout this paper, the special exigencies of travel 
journalism and the particular points of criticism raised in the literature, require us to delineate 
further particular issues of interest, such as the cultural mediation role of travel journalism, 
the immense influence from public relations and the motivational aspects of travel 
journalism. Future studies could empirically investigate travel journalism using this 
framework to determine whether, for example, travel journalists tend to be concentrated at 
certain points on each dimension’s continuum. 
The framework presented in this paper is also aimed at allowing for comparisons, 
both between travel journalism and news journalism, as well as for comparisons between 
travel journalism practices cross-culturally. There are immense benefits to be derived from 
conducting comparative research in an age of globalisation, and the spate of cross-cultural 
research in recent years, has allowed us to begin refining our thinking and test our theories 
against cross-systemic challenges (Hanitzsch, 2008). Because tourism is tied closely to 
processes of globalisation, future studies should attempt to include global or cross-cultural 
perspectives. Some studies have done so already in terms of examining global travel shows 
(Fürsich, 2002a, 2002b), but future research could develop this work and also provide 
comparisons between nations, which even in the age of globalisation are still to be considered 
important (Pfetsch and Esser, 2008). Important differences exist between journalists from 
different countries in news journalism (Weaver, 1998) and, in much the same way, there may 
be significant differences among travel journalists in terms of the four dimensions proposed 
here. In this way, these dimensions could be used to construct a matrix on which journalists 
or journalism could be located depending on a number of different factors. These factors 
could include aspects of gender, type of medium or media organisation, as well as differences 
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between travel journalists from different societies. Thus, certain typologies could potentially 
be developed. 
It is also important to suggest that future studies will need to take account of the 
technological changes that have affected mainstream journalism in recent years. The arrival 
of the internet and in particular participatory journalism is increasingly affecting travel 
journalism. Audiences can now respond to travel stories on mainstream media websites and 
increasing numbers of people are posting their own accounts of travel online. Thus, studies 
undertaken into participatory journalism or citizen journalism will be just as relevant to the 
study of travel journalism, not least the definitional question of when a (travel) blogger can 
be classed as a (travel) journalist. 
As this paper presents one of the few attempts at a theoretical foundation for 
examining travel journalism from a journalism studies perspective, it is to be expected that 
empirical research will lead to a further refinement of the dimensions proposed, as well as 
additions to and deletions from the list. As has been pointed out, travel journalism as a field 
of scientific inquiry has been largely neglected by journalism and communication scholars, 
despite Fürsich and Kavoori’s (2001) urgent call for action. Only a few studies have been 
published in academic journals on the topic since then, and most have focussed on travel 
journalism’s role in mediating foreign cultures.  
This paper has argued that we need to do more, and in particular in terms of empirical 
research, to test some of the assumptions and findings of past studies, and to develop travel 
journalism theories. Interestingly, while few studies have been published in academic 
journals, a number of postgraduate studies have been conducted in the field, indicating a 
strong interest from emerging scholars. Particularly useful here has been the work of Lischke 
(2006) and Hill-James (2006), two Masters-level theses which have not resulted in peer-
review publications in journals.  
It is to be hoped that in the near future scholars will accept the challenge to take travel 
journalism and other lifestyle journalisms seriously, and to advance our knowledge of 
journalistic fields outside of the hard-news arena. News organisations are increasingly ‘going 
soft’ in their approach to news and it is important that we understand this phenomenon, the 
conditions of its production and the impact of its content more clearly.  
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